Komunikacni cil

K dosazeni komunikacniho cile — vytvorit “fame” znacky prostfednictvim dlouhodobé komunikace,
kterou spottebitelé zaznamenaji, bude pro né snadno rozpoznatelna a bude se jim libit — pfispély svym
pozitivnim dilem viechny dil¢i kampané 2021/2022 (Vodaci, Fotbal, Sipky,) a v nastoleném trendu
pokracuje i letosni nova kamparn Sekacka.

Vysledky méreni jednotlivych kampani od Kantaru — viz tabulky nize — toto dokladuji. Z pohledu Branded
AD Execution Indexu, Likebility a Visibility dosahuji kampané vysledk( nad benchmarkem pivni
kategorie, v nékterych ptipadech opravdu vyrazné.

AEI: Internal
Gambrinus - Vodaci (TV)
= campaign of above average visibility and likeability but lower motivation in the repeated airing
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AEL: Internal

Gambrinus - Vodaci (online)
= online campaign of highly above average visibility and likeability

CAMPAIGN EVALUATION (PROMPTED)

N=710; Base: beer drinkers who noticed campaign
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ASali A subsidiary of Asahi Breweries Europe



AEI: Internal

Gambrinus — Kopeme za fotbal 2021 (TV)
= campaign of above average visibility and likeability
GETTING ATTENTION (SPONTANEOUSLY) CAMPAIGN EVALUATION (PROMPTED)
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AEl: Internal
above average visibility, both spontaneous and prompted @
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Komunikaci jsme usadili a lidem se libi

New communication works great in terms of likebility and visibility!
Avg. Ad Execution Index = 122

LIKEBILITY T2B

Image Football Darts
65% vs. 57% beer benchmark  64% vs. 57% beer benchmark 60% vs. 57% beer benchmark

2023 nova komunikace stale v logice souc¢asnych
spoti, spolu se zaméreni na produkt

Asahi



AEl: Internal

Gambrinus - Sekacka (TVC) @

= new campaign of above average visibility, both spontaneous and prompted

GETTING ATTENTION (SPONTANEOUSLY) CAMPAIGN EVALUATION (PROMPTED)
First airing Onair:  27.3.-23.4.2023 m Total TRPs (18-65) N=169; Base: beer drinkers who noticed campaign
5 1000 Benchmark
Branded Ad Execution Index 148 500 (beer, TV)
+ | Branded ad recall 4% 800
oy RPSIESS Prompted reach (in %) 47
3 600 -
o  ——Branded ad TRPs per 1% of reach 14,7 35
recall
2 400 -
Likeability T2B (in %) 67 58%
300 —— Expected
200 branded ad .
recall Likeability B2B (in%) 1 14%
100
*0 TRPs Motivation (in %) 35 44%
Correct branding 91% Beer standard 90% N=23; Base: beer drinkers Above average B
reach:
Main message 26% friendship, stick together, 17% refreshment, inspiration,

17% good beer, good quality

R LS R 8 L
ASali A subsidiary of Asahi Breweries Europe

AEL: Internal

CAMPAIGN EVALUATION (PROMPTED)
N=195/104; Base: beer drinkers who noticed campaign

Benchmark
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Marketingovy cil

Marketingovym cilem bylo posileni salience znacky, coz se ve srovnani vysledkd z konce let 2021 a 2022
podafilo (Kantar méreni Brand performance). Hodnota “Salient” se vyrazné zvedla o celych 9
procentnich bodd, a to z drovné 171 na 180.

S novou komunikacni platformou ,,Spolu a nad véci“ se znacka také vice pfiblizuje pijakim, coz doklada
pozitivni vyvoj dillezitych atributd znacky Closeness a Meet my needs. Kampané Vodaci/Fotbal/Sipky
v poslednich dvou letech tento vyvoj akcelerovaly.
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Obchodhni cil — tdaje jsou prosim neverejné!

Cilem bylo zvySeni trzniho podilu znacky v prodejnim kanale off-trade.

Vysledky trackingu potvrzuji, Ze tento cil se podafilo naplnit, a to navzdory vysoce konkurenénimu a
cenové naro¢nému prostredi, ve kterém jsou znacky nuceny c¢asto bojovat slevami. Je dlleZité, Ze trzni
podil Gambrinusu rostl nejen v objemu, ale i hodnoté, coz tento rist ocistuje od vyraznéjsiho vlivu

cenovych promoci.

Asalsh

AEL: Internal

Since 2021, GA has been growing in the 10° beer market,
despite the increasing price.

© dsahi

Market Trend Czech Republic
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AEl: Internal

Asabi

Promo pressure per variant vs sales

GA10 sales are not driven only by promo pressure. Sales in C22 significantly increased (promo pressure as

well)
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Graf znazornujici dllezitou souc¢dst medidlni strategie. Navzdory klesajicim rozpoctiim vlivem pandemie
znacka drzela svij ESOV. Hnéda a modra linka tak ukazuji vyvoj share of voice a trzniho podilu znacky.
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