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General schedule

YouGov

A series of exclusive trainings on Shopper Panel for Coca-Cola

YouGov Shopper Basics (1/3):
How consumer panels work and
what you can do with this data

m When: 20.06.2024; 15.00 CET

m  During this webinar you will find out
what consumer (=shopper) panel is,
how it functions, what basic analyses
are available and how to access
them. This session suits beginners or
irregular users of consumer panel
data.

Basic KPIs
Sturting Point of sales cata analysis rom the shopper angle

Key factors contributing to Vo ured by a Househoid pane
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YouGov Shopper Basics (2/3):
How works
and what benefits consumer panel
data can bring to COCA-COLA

m When:

m During this session YouGov Shopper
experts will show you how consumer
panel data can support in Category
Management process. You will find
out how these analyses can help to
answer your questions using tools like
SimIT / SIV.

i llab: ion aims to identify and
leverage growth oppnrlunmes for retailers, categories, and brands

m
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YouGov Shopper Basics (3/3):

Which can help
COCA-COLA answer their key
questions?

m When:

m  During this session YouGov Shopper
experts will demonstrate the overall
scope of advanced analytics available
in consumer panels and show you a
couple of cases of analyses most
relevant for Coca-Cola business.

We focus on the core areas of FMCG: Marketing, CatMan and Sales

For Manufacturers

and Retallers m:w 1§ the Scene - Landscaping
a 6 Managemen

e » Category, Shelf & Assortment
Frice & Promation Management
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A series of exclusive trainings on Shopper Panel for Coca-Cola

YouGov Shopper Basics (1/3):
@ How consumer panels work and

what you can do with this data

YouGov

m When: 20.06.2024; 15.00 CET

m  During this webinar you will find out
what consumer (=shopper) panel is,
how it functions, what basic analyses
are available and how to access
them. This session suits beginners or

irregular users of consumer panel
data.
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Agenda for today

1 Methodology and KPIs — 20 minutes
2 Special Analyses — 30 minutes

3 Q&A — 10 minutes




1 Methodology &

KPls
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YouGov Consumer Panels .

We measure shoppers. Broadly. Deeply. [
== 85 shopper KPls
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YouGov

Shopper insights across borders

YouGov Shopper Intelligence in 16 countries

= Austria = [taly

= Belgium = Poland

= Bulgaria = Romania

= Croatia = Serbia

= Czech Republic = Slovakia

= Denmark = Sweden

= Germany = The Netherlands
= Hungary = Ukraine

Plus announcements ...

CPS Press Blog | English (gfk-cps.com)

YouGov Shopper Norway expansion

Switzerland panel launch and Germany expansion

YouGov Shopper panel expansion in Denmark

Access to the world via
cooperation with Europanel

europanel
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What is YouGov Shopper Panel?

A continuous purchase reporting, answering who, what, where and how

et 7 7 7

SHOP Retailser:'0p1 / / / /
/ a4
YouGov Shopper Panel Chamnel ¥
5 - Total
is a representative o 7]

- enumber
whose scanned shopping o o o o 7 wauaniity
data is continuously 3 R 8 1Ak %

. segment / FACTS
registered over a long L/
Subbrand /
period of time and //
regularly reported. Product |V
4
SKU /
ARTICLE week month quarter  year  multi-year

PERIOD
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How we operate - data production topline flow

28, YG analyses the data
and delivers results to
Recruit and maintain a Households clients
representative sample of - When? . ././‘/v
households Where? Price paid? Number

of units? Price per unit?

—

Households scan EAN YG verifies, encodes,
codes of bought products. If weights the data and

no EAN code, scan via transfers it into database
codebook

s
2




YouGov
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How we measure - scanning technology

~107.000 FMCG HH-Panel

Scanner based (~25%) App based (~75%)
5 “ﬂ“lﬂ”ﬂ“‘[ﬂ[‘ﬂ“‘

= Panel members scan the GTIN (EAN/UPC) or in-store code the MyScan App on their Smartphone or a laser
scanner we provide

= YouGov maintains a GTIN based article master with detailed information about all relevant FMCG SKUSs in
the 16 countries
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Methodology and KPIs

YouGov shopper panel samples in 2024

Smartphone
based
measurement

FMCG

Country

Austria
Belgium
Bulgaria
Croatia

Czech Republic
Denmark
Germany
Hungary

Italy
Netherlands
Poland
Romania
Serbia
Slovakia
Sweden
Ukraine

Total FMCG
Germany Non-FMCG
Total

Population Panel size
in Million* y{oyZ

91

11,8
6,5 2.500
3,9 1.500

10,8 4.000
5,9 3.000

84,4 30.000

9,6 4.000
58,9 15.000

17,8 10.000
36,8 8.000

19,1
6,7 2.000
54 3.000

10,5 4.000

40,1

107.000

84,4 25.000

132.000

Panel size

2010

4.000
2.500
1.500
2.000
3.000
20.000
2.000
8.000
6.000
5.000
2.000
1.500
1.500
3.000
5.000

69.800

2024

Scan
Scan
Scan
Scan
Scan
Scan
Scan
Scan
Scan
Scan
Scan
Scan
Scan
Scan
Scan

153%

YouGov

Smartphone
Scanning

Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes

2024 vs 2010
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YouGov

We complete the ‘why’ to the ‘buy’

Our purchasing
data reveals:

- patterns

- switching
- trends

- predictions

Ad hoc surveys
based on exact

client need

A

Our integrated
survey insights go
beyond and tell

you what shoppers
think and feel

A 4

Set of statements

What is
thought

harmonized across
countries on
attitudes, values &
needs
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We own a comprehensive statement set

Available at the touch of a button

Lifestyle &
Living Situation

General Product
Preferences

Purchasing Routines
& Preferences

Personal Attitudes &
Values

Important Features for
Retailer Choice

Covering all relevant topics
around shopper attitudes & values
to complement the measured behaviour

Thoroughly understand
and differentiate your target
group across all areas of life

Local specifics PLUS globally harmonized set

Leisure

Preferences Media Usage

Behaviour

////// || \ \\ \\\ \ Environment/ Bio/

Nutrition/

Health/ Diet
. Sustainability

Cooking &

Eating Habits
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Differences consumer panel vs retail panel

The consumer panel contains the entire supply side which differentiates it from retail panels

Total demand FMCG in retail .
Consumer panel m , j Iﬁ Retail Panel

Not covered fields coverage: consumer panel Not covered fields

= Major consumers / public households Not covered by Retail Panel Non-cooperating chains
(e.g. cantinas, institutes, hospitals, nursery homes) = (e.g. some discounters)

1

= Demand of offices / doctor's offices /
smaller restaurants / small
enterprises etc.

= Specialised stores
(e.g. butchers, bakeries,
beauty salons, hairdressers)

= Qut-of-store retail
(e.g. home services,
weekly markets, stalls)

= Private out-of-home consumption

= Foreign tourists
= Mail order

= Impossible or hard-to-reach
CONSUMEIrS (e.g. non-resident population)

|aued |iejal :a8elan0D)

= |nternet Sales (e.g. Amazon)

Total supply in the retail sector
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—
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= Migrants = Vending machines
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YouGov

Basic KPIs

Starting Point of sales data analysis from the shopper angle

Key factors contributing to Volume change measured by a Household panel

Household PITA

(Population) (Incidence) (Transactions) (Amounts)

fi‘ . "' X /'A\

Population Penetration (%) Frequency Volume per Tr|p

Relative number (%) of HH buying Average number of occasions

Average volume in L or Kg of
Absolute number of households the item at least one time the item was bought
in the considered period in the considered period

the item bought per occasion
in the considered period

Total

Volume
in the
considered
period
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Identifying Trend Reasons
YouGov Measure Tree: Fuze Tea — MAT Q1 2024

Fuze Tea All Housholds MAT Mérz 23 MAT Marz 24
{3 value (000 EUR) Period1  Period2 _ o
Key Driver Contribution to
Value abs. Value abs.

Value Change in %
55'395’6 63'137’8 Change abs. = Change % 9 ’

7.7422 14,0%

1
1
‘@’ Average Price @ Volume (000
(EUR/(L/kg)) L/tonnes)
Il Average Price
115 118 479710 537223
0,02 1,8% 57513 12,0%

| @ /e I Volume per Trip

m

Volume per
" Buyers (000) Buyer (LK)
3.883 4552 12,355 11,802 ‘"'u Il Frequency
669 17,2% -0,553 -4.5%
| | = — %
[ | [ | (n)/*\ I Buyers
Population (000 . Volume per Trip Zza\
HH/Ind) Penetration @ (Lkg) 252 '“'"~ Frequency
40.579 40.737 96 11,2 2,923 2,758 42 43
158 0,4% 16 16,8% -0,166 57% 0,1 1,3%

Eistee
DE Coca-Cola GfK Consumer Panel CP+ 2.0 FMCG
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More KPIs available

And don’t forget to benchmark vs competitors!

Category
spend per

buyer
Trial & Private

Repeat labels share

Assortment Promotion

depth penetration
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Special analyses
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How you access local Consumer Panel data and insights

Tool and data accessibility depend on each country‘s service level

YouGov Shopper Intelligence

Consumer insights: CM & Shopper insights:
CIV consumer Insight Visualizer SimIT Shopper Insight Visualizer

Marketing

Tracker Platform

SimIT Shopper Insight Monitor

Main Users: Market Research, Marketing, Brand Main Users: Shopper Insights, Category
Management Management, Market Research, Sales

Shopper Panel raw data
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How you access local Consumer Panel data and insights

Tool and data accessibility depend on each country‘s service level

YouGov Shopper Intelligence

N
(=]
=5
== S ETe G D T e T ST i
= Source of change and switching GFIK
== :
P —_— i =
L I i e g || Sy e th
== 1o Ry | - 1 h— S r—y - s -
L [

— -

AnalyzelT & CIV

SimIT Shopper Insight Monitor

Shopper Panel raw data
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Marketing tracker platform

New flexible dashboards available for Coca-Cola

Gle &+ Gl GwéE YouGov
Choose your country and swipe across dashboards
explaining market structure and trends related to your KPI's! —
. ]
| —
-
YouGov ) —MN

Find your relevant dashboard below

£ Hoport HH Hegar Hil Hepan 1l Report = Hepar 0 Hopan HS Heport

9 @sllLl@lnl e YouGov

wor et

Access on demand - please contact VA R R
your local YouGov shopper partner!
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Key Fields of Interests
Which topics can be tackled by our shopper panels?

KPI development

* How does my brand/category
perform compared to
competition, by
channel/account or pack/price
type?

Long-term Effect

* How does my brand and/or
category evolve over the past
years?

Launch Tracking

= How is my launch developing?
= What is my source of business?

Fields of
Interests

Switching

* From which competitors is my
brand winning or losing to?

= Which brands show high affinity?

New Buyers

= How many new buyers is my brand
adding to the category at the account?

= Who are the new buyers of my brand?

Shopper Profiles

= Who are the buyers of my brand
compared to competition?

* Who are the buyers of a category
or store compared to
competition?
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What kind of analyses are possible in our shopper panels?

Description of shopping behavior based on a selected period of time (static)

Cross . . Crossing of product axis and/or accounts by key facts e.g.
Tabulation Analysis by different time periods or shopper profiles incl. socio-demographics

Recognizing brand loyalty as well as substitution and complementary

Duplication Analysis "1 relationships between brands and defining the relevant set of the household or
- buyer

Buyer Target Group Analysis of the purchasing behaviour of target groups (e.g. buyers of the brand,

Analysis heavy buyers of a brand, repeat buyers of a product, etc.)

Determination of SKU rankings based on the exclusive buyer base of products.
Shows which products are most important for the respective category in an
account

Assortment
Optimization

Provides the number and importance of brand or product combinations; shows

Combination Analysis
overlap and buyer overlap between brands
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Special analyses YouGov

What kind of analyses are possible in our shopper panels?

Description of shopping behavior based on a selected period of time (dynamic)

Gain & Loss Analysis

New-Lost-Retained

Brand Switching

Measure Tree

Launch Analysis

Market Share Simulator

Analysis of switching behaviour in the defined competitive environment through
changes in value or volume of a brand (also rolling by time period)

Analysis whether a product has won, kept or even lost buyers by comparing two
periods

Considering pre- and post-purchases, especially in marketing activities or new
launches, whether they pay off in terms of brand loyalty

Shows the development of the most important measures of products and/or
shops and the (mathematical) relationship between those measures

P

O O

Evaluation of the performance of a product launch its most important KPIs -
including benchmarking with performance of other launches in the same market

Estimates the effects of delisting individual positions (manufacturers, brands,
SKUs) in individual accounts
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YouGov Consumer Insights Visualizer (C1V)

The standard delivery platform with no extra costs and opportunity to integrate more insights faster

YouGov CIV as standard
delivery as of 2017

YouGov CIV is delivered at
no extra costs for access

, " =0 o e
CIV provides new insights driving 5 = |7 e
tracking environment gl S gl SiEs | Tee
with and 22° o5 (@) 2 §° & (Q) &

further special analyses as . By o ree mem BEER SRS W
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Why to use CIV?

Benefits of YouGov Consumer Insight Visualizer (CIV)

Quick & Easy visualization of consumer panel data:

Interactive visualizations allow for quick and convenient data-access!
They can even be applied to create a presentation / “storyboard” online - ready for export!

State of the art browser-interface:

Online data access from anywhere - with desktop or mobile devices
No need to handle big data-tables!

All diagrams/graphs are specially designed and deliver harmonized outputs,
optionally across different countries

Flexible & Flawless display of figures:

Many diagrams/graphs available for multiple sets of data, just pick the one you like!*
All this without the fuss of modifying the layout of a corresponding data-table!
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Case study 1

Cross Tabulation
Analysis

In October 2023, Prime entered the Sport Drinks segment in Germany.

Review the performance of the Prime brand so far.
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Cross Tabulation Analysis - overview
Evaluation of all AnalyzelT KPls
Business Questions 7 Outcome 6}
* How is my brand developing? Cross Tabulation Analysis delivers KPIs for the .,
= Who are my brand buyers compared to the assessment of your brand: T i
competition? = Key measures B i —

=  Who are the buyers of a category or account
compared?

= What is the importance of an account in terms of

FMCG or on category level?

= What is the proportion of promotions or average
price for my brand and compared to the
competition or private label?

Benefit slogan |]

Cross Tabulation Calculation is...

simplest but also most powerful type of
AnalyzelT analyses as well as the most
commonly used analysis type which
provides unlimited opportunities regarding
the layout of the analysis

Socio-demographic profiles
Market share

Market development according to product groups,
brands, shopping locations, areas, etc.

Development over time by different periods like
MAT, YTD, full year, half year, month,...

Importance of accounts with regards to FMCG or
category level, etc. OR with regards to importance
of value sales or buyer share

Development of a category or brand within a
channel or account

Demographic comparison of shopper buyers by
categories

e T

Shoppers of Producer 3 & 4 are younger than average =
competitors.
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Case study #1 - Cross Tabulation Analysis

Business question

How is the Prime brand performing? Is there a negative impact on other brands in sport drinks so
far? What kind of shoppers does Prime attract in comparison to Powerade?

Approach
Cross tabulation analysis with key shopper KPIs and demographic profile

Review the shopper KPlIs of Prime in comparison to other major brands in the segment,
especially Powerade
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Special analyses

YouGov

Case study #1 - Cross Tabulation Analysis

Prime is a major penetration driver within the Sports Drinks segment.

Since launch, the brand achieved a market share of 13,2% and a repeat rate of 40%.

Penetration Repeat Rate Value Share Volume (000 L/tonnes)
97 | EH I 100.0 I 57 94 4
SPORT DRINKS 125 I o I 000 I o.955 0
s E 26 40,3 ‘ 13,2 | | 23190
26 M 50 ll 37509
los I s 4 is51 | 18203
E ZE ' : X '
BUELHGLEERER los I 52 |19 50
Jos B 50 | 2,0 | 1.134,7
VIVARIS los ____ED |25 I 18601
HELLA los [ EEE | 0,9 4514
|03 | HE 07 4457
|02 I 208 [ 1.1 4819
ENSINGER l03 — P |25 | 14059
ROB I . EX I .1 I ;71355
I 55 I 7.7 I 418 I 30.041,5
s I 4.7 N 255 B 12.909,7
HLLETTHER — —_______EX B ic2 I 107739
B oOkt22-Feb23 M Okt23-Feb24
Sportgetranke

DE Coca-Cola GfK Consumer Panel CP+ 2.0 FMCG

Blue Font = Low Sample!
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Case study #1 - Cross Tabulation Analysis

Prime over-proportionally attracts Striving Mainstream Families.
Prime and Powerade attract relatively similar shoppers

Total NARTD Cluster (23) Buyers Share MAT Feb 24
Population Share
(HH/Ind) SPORT DRINKS PRIME POWERADE ROB

32

M Mindful Greenies

Il Open Minded Lifestylers

B Affluent Empty Nesters

¥ Striving Mainstream Families
I Down to Earth Traditionalists
B Non-Critical Budgeters

B Thrifty Seniors

DE Coca-Cola GfK Consumer Panel CP+ 2.0 FMCG

Sportgetranke

Blue Font = Low Sample!
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YouGov

Case study #1 - Cross Tabulation Analysis
Results & Recommendations

Results Recommendations

= Since launch, Prime was purchased by = Closely track the development of
2,6% of all households in Germany Prime's repeat rate

» 40% of purchasing households have = Keep a close eye to demographic
repurchased Prime profile of Prime vs Powerade

» Prime is attracting new shoppers to the
sports drinks segment.

» Powerade is also winning shoppers
and is not negatively impacted by
Prime

= Despite little impact on Powerade,
Prime attracts the same type of
shoppers

» Gain & loss analysis for Prime to
identify the source of business
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Special analyses YouGov

Case study 2

Gain & Loss
Analysis

In October 2023, Prime entered the Sport Drinks segment in Germany
and is performing well so far.
Where is Prime’s volume coming from?
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Special analyses

YouGov

Gain & Loss Analysis - overview

Understanding the volume or value-based gains or losses of a brand

Cousiess quesions @)

= How much are the gains and the losses...
...through new / lost buyers in the category?

...through increased / decreased category
buying and how much can my brand benefit
from this?

...directly from/to other brands or stores?

= How strong is the degree of interchangeability
between the examined brand and the remaining
brands in the market (affinity Index)?

Benefit slogan I ]

Gain & Loss Analysis is...

revealing the source of business for a
gaining brand or launched product and
how strong the cannibalization effect was.
The analysis can also identify which
competitors profited from losses when
your own brand is losing.

The Gain and Loss-Analysis selects value and
volume movements from one brand to another from
one period to another.

Value or volume through new / lost category
buyers

Increased / decreased category buying

Value or volume gains or losses through
switching between items

a)+b)+c) are summing up to the total sales
development of the considered brand.

Affinity Index: Measures the intensity of the
exchange relation between brands (= similarity /
proximity of of brands)

Relative Market Share Index: indicates if gains /
losses from / to a brand are under or over propor-

tional in comparison to its relevance in the market.

These movements can be evaluated across all
sociodemographic features, distribution channels,
shops, pack sizes etc.

Analysis is also available as a rolling G&L

P1/B1 gains nearly 20 Mio through item switching

Gain&Loss: Source of change comparison

\ilue (000 EUR) Year 2018 Yoar 2019

Source of change and switching il
Click to add subtitle
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Case study #2 - Gain & Loss Analysis

Business question

Where is Prime’s volume gain coming from? Is it coming from new shoppers, increased category
buying or from switching from other brands? Was Prime able to win volume from Powerade?

Approach
Gain & loss analysis for Prime on volume measure.

Revealing the detailed source of business for Prime and quantify the gains from Powerade.



38 YouGov Shopper panel basics (1/3) Special analyses

Case study #2 - Gain & Loss Analysis

Prime's major source of growth are new shoppers, followed by increased category buying and
switching from other brands. Only 5% of Prime’s volume gains came from Powerade.

SPORT DRINKS\ PRIME

YouGov

01.10.2022 - 31.03.2023 01.10.2023 - 31.03.2024

Absolute
534 2 437,3 2.666,1
1.694,7 T —
---------- Change:
2.666,1
01.10.2022 - New / Lost Increased / Decreased Switching between 01.10.2023 -
31.03.2023 Category Buyers Category Buying Items 31.03.2024
Net Switching Losses To 0 Affinity  RMS Net Switching Gains From 437 Affinity  RMS
SPORT DRINKS\ROB 235 108 83
SPORT DRINKS\ POWERADE _ 132 145 454
SPORT DRINKS\ALL OTHER . 36 22 39
SPORT DRINKS\ ENSINGER I 15 21 470
SPORT DRINKS\ADELHOLZENER I 12 102 90
SPORT DRINKS\HELLA I 5 43 143
SPORT DRINKS\ VIVARIS ‘ 2 14 14

Sportgetranke Volume (000 L/tonnes)

DE Coca-Cola GfK Consumer Panel CP+ 2.0 FMCG Gain & Loss (RP PA)
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Case study #2 - Gain & Loss Analysis

Results & Recommendations

Results Recommendations

» Prime's major source of volume are » Closely watch further development of = Combination analysis between Prime
new shoppers in the sports segment Prime. If the brand is here to stay, it and Powerade to identify the buyer
(63%), followed by increased category may become dangerous for Powerade, overlap between the two brands
buying (20%) especially when the influx of new

= 17% of Prime’s volume came from sport drinks buyers stops. = More detailed analysis of Prime
other sport drinks brands. While only shoppers:
5% of Prime volume came from > What are their attitudes?

Powerade, the interchangeability of

the two brands is high. - How could Powerade win shoppers

from Prime?
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Special analyses YouGov

Case study 3

Combination
Analysis

In October 2023, Prime entered the Sport Drinks segment in Germany.
Previous analysis has shown that volume gains from Powerade have
been small, despite attracting similar shoppers.

Assess the relevance of Prime to Powerade shoppers.
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Combination Analysis - overview

|dentifying overlaps and combinations between products

Cousnessquesions @) Jouome (O | evoupitemie €9

. % . .
How can buyers be grouped? Combination An_aly5|s shows the §hare of buyers Whatis the buyer overiap of three items? s
= How many buyers purchase certain products that buy a certain product exclusively orin
exclusively combination with other products:
. . Total Category
= How many buyers purchase certain products in Number of exclusive and overlapping buyers o
combination? = Allocation of value and volumes
* Which brand is bought most strongly together » Buyer, value and volume shares for each e
with my brand? combination and share of exclusive buyers i
=  Which is the preferred brand? Which is the = Key measures like penetration, frequency, spend =
preferred variant in a comparison of brands? per buyer for each of the groups

=  Shows the degree of overlaps of buyers of

different brands, products, SKUs or also retailers I What is the buyer overlap of four items? Gk
Benefit slogan |]
Combination Analysis is... — /-’235\\ - el ol
best to provide evidence of exchangeability vﬁ”‘“"' -f—f..w = % - -
of considered products. Products or SKUs o 0 O\ S—
with high exclusive buyer share are the .‘.’@m S ow " "

champions and indispensable in your '
portfolio - TN E TV




42 YouGov Shopper panel basics (1/3) Special analyses YouGov

Case Study #3 - Combination Analysis

Business question

How relevant is Prime to Powerade shoppers? How many Powerade shoppers currently also
purchase Prime?

Approach

Combination analysis between Prime and Powerade

Identification of how many buyers purchase Prime and Powerade in combination, who these
buyers are, and which brand has a higher share of exclusive buyers.
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Case Study #3 - Combination Analysis

The buyer overlap between Prime and Powerade is 14,7%. About 21% of all Powerade shoppers have
purchased Prime in parallel.

Buyers Share 48,7

Value Share 409

Volume Share 27,0

Volume Share (Packs) | 285
Penetration 26
Frequency 2.1

PRIME

Sportgetranke

DE Coca-Cola GfK Consumer Panel CP+ 2.0 FMCG

PRIME & POWERADE

Buyers Share

Value Share

Volume Share

Volume Share (Packs)
Penetration
Frequency

Overlap Buyers

100,0
100,0
100,0
100,0
56
31

Share*

01.10.2023 - 29.02.2024

Buyers Share 68,0

Value Share 59,1

Volume Share 73,0

Volume Share (Packs) | 71,5

Penetration 38

Frequency 32
POWERADE

PRIME

45,0

POWERADE

55,0

*Basis: Value tot. (000 EUR)
Combination (RP PA)

Blue Figures = Low Sample!
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Case Study #3 - Combination Analysis

Shoppers who purchase both brands are mostly from the “Striving Mainstream Families” cluster

Total NARTD Cluster (23) 01.10.2023 - 29.02.2024

TOTAL

Buyers Share (socio) A

I Mindful Greenies

W Open Minded Lifestylers

M Affluent Empty Nesters

[ Striving Mainstream Families
M Down to Earth Traditionalists
M Non-Critical Budgeters

[ Thrifty Seniors
Buyers (000) 729 1.214 335 2278
A B
PRIME POWERADE
Sportgetranke
DE Coca-Cola GfK Consumer Panel CP+ 2.0 FMCG Combination (RP PA)

Blue Figures = Low Sample!
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Case Study #3 - Combination Analysis

Results & Recommendations

Results Recommendations

»= The buyer overlap between Prime and = The overlap between Prime and . - .
Powerade is 14.7%. Powerade is not very big so far. " More detailed prof|I|ng.of Prme .

= About 21% of all Powerade shoppers However, Powerade needs to ensure, shopp.ers through a ,paint-a-picture
have purchased Prime in parallel. that its key target group (“Striving analysis

Mainstream Families”) is not

» 53.3% of shoppers purchased ] ;
wandering off to Prime.

Powerade only, whereas 32%
purchased Prime only. Therefore,
Prime has a higher share of exclusive
buyers.

» Shoppers who purchase both brands
are mostly from the “Striving
Mainstream Families” cluster
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What business questions do you have?

Please get in touch with your local YouGov Shopper contact for analysis requests

KPI development

* How does my brand/category
perform compared to competition,
by channel/account or pack/price

type?

Long-term Effect

* How does my brand and/or
category evolve over the past
years?

Launch Tracking

= How is my launch developing?
» What is my source of business?

Fields of

* From which competitors is my
Interests

brand winning or losing to?
= Which brands show high affinity?

Shopper Profiles

= Who are the buyers of my brand
compared to competition?

» Who are the buyers of a category
or store compared to
competition?

New Buyers

= How many new buyers is my brand
adding to the category at the account?

= Who are the new buyers of my brand?

Many thanks for your attention!



YouGov Consumer Panel - Coca-Cola account team

Feel free to address any of us directly!

== 1l &

DK: Peter Palmquist
peter.palmqvist@yougov.com

SE: Oskar Danielson
oscar.danielson@yougov.com

NL: llse van Velden and the team
lIse.van.Velden@yougov.com

BE: Karel De Ridder and the team
karel.deridder@yougov.com

IT: Valentina Vigano and the team
valentina.vigano@yougov.com

DE: Christoph Beukert and the team

christoph.beukert@yougov.com

AT: Natascha Edelmann, Sonja Holzschuh

natascha.edelmann@yougov.com

@ Global Account Manager:

Dr. Constance Scheffler
constance.scheffler@yougov.com

Caid

g

PL: Lilianna Rozycka-Szajna, Urszula Bronisz
lilianna.rozycka-szajna@yougov.com

CZ and SK: Veronika Nemethova

Veronika.Nemethova@yougov.com

HU: Albert Szoke
albert.szoke@yougov.com

RO: Romina Ardelean, Aura Matei
romina.ardelean@yougov.com

UKR: Marina Zabarilo
marina.zabarilo@yougov.com

BG: Reni Yavriyska
reni.yavriyska@yougov.com

HR: Sanja Dumanic
sanja.dumanic@yougov.com

RS: Predrag Cirovic, Dalibor Minic
predrag.cirovic@yougov.com

iHLIASHEril
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3 Q&A
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Back-up

Overview of further
KPlIs and standard
analysis types
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Shopper Panel KPIs

List of main consumer panel KPIs recommended for Coca-Cola

ke osmon e T

Penetration

Purchase frequency

Volume per trip
Shopper loyalty value %
Trips (000)

Trial rate %
Repeat Rate %
Assortment depth

Promo Penetration

Category spend per
buyer

Relative number (%) of HH buying the item at least one time in the considered
period

Average number of occasions the item was bought in the considered period
Average volume in L or Kg of the item bought per occasion in the considered period

Share of the expenditures of buyers for the product, compared to the expenditures of
these buyers in the total category

Number of shopping trips for the product in the analyzed period (000)
Share of the buyers, who bought the product in the analyzed period only once
Share of the buyers, who bought the product in the analyzed period at least twice

The number of EANs purchased for a brand or market in a certain period

Share of population (in households) that bought the product in promotion in the
analyzed period

Average spend per buyer of the product in the category
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Assortment Optimization

Defining the optimal assortment

. . O
Q Business questions @‘ Outcome Ob CIV output examples
*  Whatis the optimal assortment of a retailer Assortment Optimization delivers the optimal assortment
(manufacturer)? With what assortment does it reach for a certain universe (e.g. shop or total brand): . ) .
more customers? To what extent do single items contribute to
» Number of additional buyers who are reached when total penetration?

= Which articles do the customers buy at another retailer adding this article to the inventory Market | HH-Eifter | HousahaidiShop
because they are not listed? :

o s Vm (ELST) 16503
gl ey o e}

» Incremental Penetration every SKU provides on top

+ Which SKUs do | need to have listed to reach the 2 : p—— — 0
highest penetration with my brand? « Exclusive penetration (% of buyers who purchase only e e —

this SKU from selected universe)

* When | need to delist SKUs to implement new ones:
Which are the SKUs with the least incremental * Assortment depth per buyers
penetration for my brand?

+ Ranking which products add most on top (based on : o e 0
number of additional buyers who are reached with e — u;
@ Benefit slogan every SKU)
L L + The analysis considers an assortment as optimal To what extent do single items contribute to total penetration
Assortment Optimization analysis is... when a defined number of articles cover the largest split by overlap, non exclusive and exclusive buyers?

possible number of customers of a shop
« key to optimize your brand portfolio. Helps to identify
weakest and strongest SKUs to increase the brand’s T ——
penetration. One of the most important analysis for o e e
retailer negotiations. Perfect add-on for the GfK } " —_—
SimiIT tool. : . -
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Duplication Analysis

Discovering the relevant set of consumers

‘@ Outcome

Duplication analysis delivers information about
consumers’ repertoire:

Q Business questions

«  How loyal are buyers to my brand? Which competitor
brands do they purchase?

* Which competitor brand or competitor variant
do they buy most?

« Which other pack sizes, tastes or segments etc. do
they buy?

* Where do they also shop? What is their preferred
store?

@ Benefit slogan

Duplication analysis is...

« Enabling you to find out which other brands are your
real competitors as consumers are also purchasing
them in parallel to your brand. Helps to focus and
identify threats and opportunities.

Brand loyalty (% of value or volume purchased from
the respective brand)

Relevant set of brand buyers, based on value share or
volume shares (% of their total market spend or
volume)

Index versus total market
Comparison of different brand buyers

Differentiation of loyalty classes: buyers with low (0-
33%), medium (34-66%) or high loyalty (67-100%)

Average value (or volume) per buying household

Og CIV output examples

Buyer’s repertoire

e 20172018

o e ek i o £ 5L 0E 53
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Buyer Target Group Report

Purchasing behavior of target groups

@ Outcome D[g CIV output examples

Q Business questions

»  What is the purchasing behaviour of the buyers of my
brand?

* What do buyers of other brands buy?
*  What do buyers of stores, pack sizes, tastes buy?
* Where do they shop?

« Are they intensive or low buyers in the category or for
the brand?

*  How do they look like?

@ Benefit slogan

Buyer target group report is...

+  The easiest way to evaluate different target groups
without complex definitions. Full range of facts
provides a quick and deep understanding of
different buyer groups.

Buyer target group report delivers insights about different
groups of buyers:

+  Key measures

« Development over time by different periods like MAT,
YTD, full year, half year, etc.

» Rankings based on target group preferences e.g., %
of spend in different channels or retailer or for different
category segments

» Comparison between target groups to find out
differences and commonalities

s i ety ot sy
Target group repertoire

L g B Shem dwr oy
0
mz
we

e

Target group repertoire

1ALy i Share

Bt 3047 ERE it dabi 204

G e g
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New - Lost - Retained

Comparing new, lost and repeat buyers of a brand

Q Business questions

How many loyal, new and lost buyers does a brand
have (in comparison to other brands)?

What changes in their repertoire can be seen for new /

lost / retained buyers?

How do these buyers change their loyalty to the brand

and their purchasing of competitors?

Where do new buyers come from? What do lost
buyers purchase now?

Who do new / lost / retained buyers look like
demographically?

@ Benefit slogan

New — Lost — Retained Analysis is...

giving you a reality check who are your brand’s loyal

consumers (retained buyers) and provides deep
understanding where your new buyers come from

and who they are and where your lost buyers went to.

@* Outcome

New - Lost - Retained Buyer Analysis analyses
whether a brand has won, kept or even lost buyers
between two periods and how these buyer groups
cover their demand in a category.

+ Repeat Buyers: purchased the brand in both
periods

« New Buyers: purchased the brand only in the
second period

» Lost Buyers: purchased the brand only in the first
period

The output of this analysis shows the size of these
three buyer groups (buyer share and volume / value
relevance) as well as their purchasing behaviour and
profile within the two periods:

« loyalty to the considered brand

« spend in € and purchased volume of each buyer
group

* Repertoire (purchased volume / value of other
brands)

« socio-demographics (age, income, life stages...)

fo CIV output examples

s iz
New, lost, retained buyer comparison
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New, lost, retained buyer comparison
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Brand Switching Analysis

Evaluating pre- and post-purchases of a specific key purchasing event

Q Business questions

*  Where do the buyers of a new product come from?
What did they buy before they bought your product?

* Where do the buyers go to after the first purchase of
the new product? Do they purchase the new product
again (loyal customers) or do they go back to
competitive products?

* How does the pre- and post-purchases change?

@ Benefit slogan

Brand switching is...

« Imparting knowledge about the purchase acts that
happened directly before or after the purchase of my
new product.

@ Outcome

Brand switching investigates for each panel participant,
whether he made one specific key purchase in the fixed
inner period and what he bought right before (3 purchases
before) and right after (3 purchases after) that key
purchase (=outer period).

» Key Purchase = Purchase of one specific variant, new
product, promotion.

« Benchmark: Buyers who have bought in the category
but not the new product (no key purchase act)

« Buyer / value / volume share of those buyers who also
bought before and after the key purchase event

* Repeat purchases of the new product vs. purchases of
competitor products

A
g’\f) CIV output examples

Buyer share before and after the event

g B Paretans of
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Measure Tree

Decomposition of sales development in key drivers

Q Business questions
*  What are the growth drivers?
* Where does the sales growth come from?
+ Why is sales falling?
» How attractive is the brand?
* How many buyers does the brand have?
+ How often is the brand bought?

* How much is bought per shopping act on average?

@ Benefit slogan

The measure tree:

- Decomposes the sales development in its single
components and discovers the key drivers of the
sales change at a glance

@ Outcome

The measure tree analysis shows the development for the
most important measures of products and/or shops within
a certain product group.

The measures are visualized in their tree structure,
revealing the mathematical connection between them,
e.g. frequency * spend per trip = spend per buyer.

The Measure tree shows...
« what consumer KPlIs drive value change

« what consumer KPlIs influence the development
of the market size or market share

« which of the consumer KPIs show the biggest growth
or decline

« which of the consumer KPls, focusing on shopping
trips, has the biggest impact on growth or decline

—
U[f CIV output examples

Value change driven by shopper

oL Tl o s 0
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Launch Analysis

Insights on the launch performance of a new product

Q Business questions
+  How is the performance of the launched products?
* How high is the penetration 6 months after launch?

«  Are the shoppers of the new product satisfied with the
product and buy it more than once?

« Is the launch performance above or below the average
launch performance in my category?

(4?; Benefit slogan
4

Launch analysis...

« Delivers insights on the launch performance of a
product within the first months compared to key
competitors and category average

@ Outcome

The launch analysis delivers insights on the performance
of a product launch by benchmarking its most important
KPIs. Its performance is compared (benchmarked) with
the performance of other launches in the same market
with launch dates within the selected period.

The most important KPI for the launch analysis is
penetration. For each launch the KPIs are compared to a
set of benchmarks (either the predefined average of all, of
top 5%, of top 20%, of flop 20%, or custom defined
benchmarks) within the scope of the introduction. The
Top/Flop benchmarks are optimized on the penetration of
the last cumulated period.

By comparing the development in penetration and repeat
rate, and by relating these to the benchmark positions,
directions for actions can be defined.

oL

CIV output examples

Launch development

e e 011 ronaL
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Launch development comparison
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Market Share Simulator

Understanding the impact of delisting for own brand, competition and retail

Q Business questions

A

P,

~

How will a brand delisting impact volume, value and
market share in case...

« Aretailer wants to delist a client’s brand or SKU

» A supplier wants to give delisting advice to a
retailer about another supplier's brands or his own
brands

* Aretailer would like to know the effects of
rationalization

« A retailer will disappear from the market: which
retailers will be most important for the brand?

:} Research approach

We simulate the considered delisting based on
real household purchase sequences of categories
and brands. This way we can calculate the effects on
volume, value and market shares.

|

S

Upfront insights in delisting impact: understand the

Benefits

impact of delisting your brand

Retailer argumentation: valid input to renew
discussions with the retailer, or develop opportunities
with other retailers

Better preparations for negotiations by
understanding the impact of delisting and financial
consequences

The big sample size of our panel provides high
reliability and high detail regarding the analysis

Outcome

Reveals delisting’s consequences for volume, value
and market shares for brands and retailers

Simulated impact on the brand or product
Simulation of retailer & brands risk

Simulation of brand positions on the market after
delisting focal brand

Simulated market shares when focal retailer delists
the focal brand (also for retailers)

~ Output examples

oo
The focal brand will recover 1,5 mio EUR via other retailers, whereas 10,4 mio
EUR moves within the retailer to other brands

Simuatas ITaest onhe JraNG o areduat | Cange i valus 000

Gatogory lows -3 2% [z Brantiose B4.3%
el e e of LS v onditen 1 9 Tt
e KL at i ar Kz s al rear

£

s

Retailer A recovers 47% of the volume with Competitor 2 and PL. The focal
brand will lose 87% and can only make up for 13% via other retailers.

Full owareaw of defsing imeact | Changs in veiume

Total Fosal Competitor  Gompether  Compatitor  Compatitar Private

market brand 1 2 3 4 Labsl
Retailer A -1.288 2149 B ' 124 5
Retallar B 2t ] B i i +3 s
Retailar ¢ 428 +136 1 = -1 - a2t
Retailer 0 w1dn 1 3 1\ ‘0 1 15
Retaller E g 0 ) " - 0 e
Retailer F a1 —ar -5 ~a -5 2 ~5an
Total o 23 o8 17 2 8



