@

MAYER DE GROOT

MARKETING-RESEARCH AND CONSULT

Mayer de Groot - Im Rehwinkel 4 - D 65817 Eppstein - Tel. +49 (0)61 98 - 50 29 21 - Mobil 0178 - 33 684 65 - mdg@mayerdegroot.com

Beck’s strikes Gold with German Precision - German Marken (Brand) Award
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Beck’s Gold:
The idea
Taste Preferences in Germany The key insight & :
bitter = 90% of beer drinkers prefer ,milder”
/0% beers, ¢
= only 10% ,bitter” beers. "
= Beck’s Pils growth potential was
limited despite its great advertising
featuring a green sailing ship.
/ 90%
4 mild
The key question: How can BECK'S successful sell a less bitter beer alternative &
capatilising the Beck’s brand goodwill? a7,
o
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Schematic BECK’'S GOLD Development Process Overview
The consumer is at the forefront of all discussions and investigations

Research Tools Process Minimum Requirements

SWOT / GAP-Analysis
Competitive Analysis

Creative Consumer Workshops
International NPD Survey

Idea Generation

Qualitative Concept Tests
Quantitative Concept Tests €—> ConceptDevelopment
= 1. Quantification of Target Group Size

> Quantitative Concept Tests meet
ualitative / quantitative Targets
¢ q /4 2

(Cg:r::?ep;t-fptg%duléxt:t':?tc)reening <€—— Initial Product Development
———> Quantitative Concept& Product Tests
Qualitative/quantitative meet quantitative / qualitative
g € Targets

* Name Effect Tests i
D e s <€—> Product Optimisation

® CommunicationEffect Tests

N
Optimisation of overall = Concept meets all Requirementsin
MZrketing—Mix =2  Home Use Test & Market Simulation
= Communication Concept meets all
quantitative / qualitative Targets in
Advertising Effect Test
Post Launch Tracking &—— Nationwide Launchin Germany
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The innovative BECK‘S GOLD bottle influenced the taste perception.

Please rate these beer brands on this taste scale: 1 = very mild, 10 = very bitter

Konig-
Pilsener 6.0
rombacher
59
Bitburger
5.8
Veltins
¥ 5.6
BECK'S GOLD Warsteiner
3.1 5.5

=R i 11

very bitter

5
>

1 2 3 4 5 6 7 8 9 10

} Beck’s Gold was perceived to be significantly milder than competitive offers.
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Experimental Test Design of the Sales Effect Market Simulation
in Cases of Brand Stretching

Pre-measurement

h

Presentation of the brand stretching idea

(concept and packaging)

v

1. Post-measurement (after short presentation)

in home-use phase e.g. 14 day product test

hd

h 4

2. Post-measurement
(based on concept and product after home use)

4

)

Status before

= Market situation and usage behaviour
= Image profile of main brand

= Image profile of the “parent” brand

b 4

Qualitative stimulus analysis
= Spontaneousinterest

= Likes / dislikes

= Packaging evaluation

D 4

Image profile of new product after short exposure
= |mage profile (statement battery as main brand)
= Trial purchase intention

Evaluation of brand diversification product after home use
Likes / dislikes

Image profile (statement battery as main brand)
Purchase intention + Market simulations critiria
Imageeprofile ,parent brand“=» re-transfer analysis
Volume Source = cannibalisation rate
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BECK’S GOLD creates a new Beer-Segment

Beck's

= real Pils taste, pure
and fresh

= well trusted,
accepted brand

= for high quality
Pils user

= real premium-
quality

Real Pils taste
(strong & bitter) Beck‘s

High quality

Pils user

—

brand woNd

fresh, light,

sparkling

Beck’s
Gold

modern, outgoingtype

ounger party type

conservative type
Traditionelles TV-Beel
Segment

= real, authentic

= conservative

= traditional

real, authentictype

Masculine type Krombacher

trusted brand
(ingredients, purity,
tradition)

Warstein
Veltins

Konig

\quality

high
unigqueness

up to date, modern ,,in#

Beck’s Gold

= refreshing, mild

= modern and up to date
= for active people

= new and unique

’ Beck’s Gold is more than a line extension - it defines a new beer segment!
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Erfrischend
Spritzig
Mild
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